Abstract: This research examines how nonprofits use the internet to build public relations and increase charitable giving by analysing the content of the websites of various nonprofit organisations listed in the top 100 NPOs published by The Nonprofit Times. While there is no difference for most variables in the fundraising and communication practices between top tier and bottom tier NPOs divided by total revenue, the differences are found in such variables as campaign summary, messages from the CEO, volunteer opportunities, information sharing, social media use, and annual reports. These findings suggest that certain communication practices (information dissemination, interactive communication, and accountability) are positively associated with the level of fundraising. Compared to the findings of previous research, however, our findings show that the presence of characteristics related to communications and fundraising has increased on NPOs' websites. This indicates that by recognising the importance of the internet, NPOs are increasingly using it as a medium for communications and charitable giving.
Introduction
The nonprofit sector continues to grow at a rapid pace. In 2010, about 2.3 million nonprofit organisations (NPOs) were operating in the USA and nearly 1.6 million were registered with the Internal Revenue Services (a 24% increase from 2000). Nonprofits employed 13.7 million workers (approximately 10% of the country's workforce). From 2000 to 2010, nonprofit employment grew about 18% faster than the overall US economy (Blackwood, Roeger and Pettijohn, 2012) .
According to the 2012 Charitable Giving Report (MacLaughlin, 2012) , overall charitable giving in the USA was up 1.7% in 2012, compared to 2011. While online giving grew 10.7% in 2012, it still represents less than 10% of total fundraising revenue of the nonprofit sector. Although overall charitable giving is still dominated by traditional channels, such as direct mail, online giving has steadily grown (Flannery and Harris, 2011) , and the growth observed in 2012 is inspiring for the nonprofit sector (MacLaughlin, 2012) .
The internet is one of the most important forces driving the economy today. The internet permeates every part of public life (Al-Kandari, Caldwell and Alduwaila, 2013; Calabrese et al., 2014) , and it is increasingly used by nonprofits to communicate with donors and increase charitable giving. This research examines how nonprofits use the internet to build public relations and increase fundraising by analysing the websites of various NPOs. The key questions we raise for this research are: What communication and fundraising practices (or characteristics) have NPOs incorporated into their websites? Are there differences in the characteristics of websites among NPOs with different levels of fundraising? Which specific characteristics most affect differences in levels of fundraising? In order to tackle these questions, this research conducts a content analysis of the websites of NPOs listed in the top 100 NPOs (NPT top 100) published by The Nonprofit Times (2013) .
While the importance of the nonprofit sector for the US economy is growing, its operating environment has become more and more challenging. The sheer number of NPOs and their growth for the past decade has resulted in increasing competitive pressures. In addition to increased competition, NPOs have recently struggled with cutbacks in government funding and increased demand for services. In a market with increased competition, greater demand for services, and fewer resources, NPOs need diverse ways of achieving their social goals. Online fundraising is a new option and has been used by NPOs with varying degrees of success. However, few studies have examined nonprofits' online practices or strategies that can boost public relations and increase fundraising. This research contributes to the literature on the nonprofit sector by identifying website practices (or characteristics) that help NPOs improve public relations and increase charitable giving.
Literature review
Unlike for-profit organisations whose strategic goal is to improve financial outcomes, the ultimate goal of NPOs is the fulfilment of a social mission (Hackler and Saxton, 2007) . In general, NPOs have three mission-related goals:
1 strategic communications and relationship-building 2 the acquisition of funding and financial sustainability 3 partnerships and donor assistance (Hackler and Saxton, 2007) .
Online giving has grown steadily and contributes to an increase in the total fundraising revenue of nonprofits. According to the benchmarking report of Flannery and Harris (2011) , while the vast majority of gifts are made through direct mail, the overall number of gifts given online and the number of donors acquired online have both grown gradually. Figure 1 shows the growth of the number of donors giving online over the four years of 2007-2010. Source: Flannery and Harris (2011) Despite the growth of the nonprofit sector in the US economy and the growth of online giving, there has been limited research on nonprofits' use of the internet, particularly for public relations and fundraising. A notable exception is Waters' (2007) study, which examined communication and fundraising strategies on the internet. By conducting a content analysis of the websites of a stratified sample of the Chronicle of Philanthropy 400, he identified various communication and fundraising strategies that nonprofits incorporated into their websites. They are:
• Information disclosure and dissemination, e.g., communication about missions and programs.
• Interactive communication, e.g., discussion forums and live chats.
• Online giving, e.g., a permanent donation link.
• Accountability, e.g., provision of copies of IRS 990 forms and annual reports.
• Security, e.g., use of secure webserver and encryption.
His study discovered that nonprofits were mainly using the internet as a means of providing information to the public (or donors) and that the full potential of websites was not being fulfilled. Two-way communications were limited, and the provision of complete financial information was lacking on the websites of most nonprofits. An earlier study by Kang and Norton (2004) • Online fundraising: permanent donation links, graphics to highlight fundraising, online stores, and other donation options.
• Information disclosure: program description, mission statement, listing of board of directors, a message from the chief executive director.
• Information dissemination: current news and press releases, audio and video files, campaign summary, calendar of events, volunteer opportunities.
• Interactive communication: collection of stakeholders' email addresses, feedback forms, information request forms, social media use, information sharing.
• Accountability: annual report, a copy of the completed IRS 990 form.
• Security: secure webserver and encryption, graphics to indicate that the transaction is encrypted and safe, security statement.
This research extends Water's (2007) study by analysing various website variables of NPOs in relation to levels of fundraising; it employs more recent data and various analysis techniques using financial variables, such as revenue and fundraising expense. These analyses allow us to relate NPOs' website practices to levels of specific organisational values, in addition to their tier, e.g., top-tier or bottom-tier.
Methodology and data
The content analysis of the websites of the top 100 NPOs (The Nonprofit Times, 2013) 1 was conducted by one of the authors and a student assistant during a two-week period in early February 2014. It was done for the top and bottom tier NPOs only (25 NPOs for each tier). Each website of those 50 NPOs was coded for the presence of the 23 variables incorporating the six website practices. Agreement (or inter-rater reliability) among the two coders is assessed by Cohen's kappa. The kappa statistic is .338, which is statistically significant at a level of 0.001. This indicates that the two coders' ratings are largely similar and highly reliable. The differences between the two ratings were reconciled by a coder who had subject matter expertise for nonprofits' web presence. Other data are collected for the 50 NPOs from The Nonprofit Times (2013), including revenue, total expenses, fundraising expenses, total assets, years in operation, and nonprofit sector classification based on the National Taxonomy of Exempt Entities (NTEE). Following the NTEE classification, we classify nonprofit sectors into six sectors:
1 arts and humanities 2 education 3 health 4 human services 5 public service/societal benefit 6 religion.
We employ crosstab analysis to examine the differences in the presence of the website characteristics between the top 25 and bottom 25 NPOs and identify website characteristics whose presence is significantly different for the two groups of NPOs. Chi-square statistics were used to assess the statistical significance of our findings. In order to supplement crosstab analysis, we also conduct one-way analysis of variance (ANOVA) and non-parametric χ 2 (Kruskal and Wallis) tests. As mentioned earlier, these analysis techniques are employed to relate NPOs' website practices to specific organisational values, rather than just their tier. Table 1 shows a summary of our sample statistics. As shown in Table 1 , the top 25 NPOs have greater revenue, total expenses, fundraising expenses, and total assets than the bottom 25 NPOs. Top 25 NPOs also have longer years of operation than bottom 25 NPOs. These five variables are highly correlated each other (p < .01 for all five variables). The ANOVA tests show that the differences in the means are significant at a level of .001 for all five variables. These results might indicate that fundraising efforts contribute to revenue increases. It is also notable that NPOs with longer years of operation earn higher revenue than NPOs with shorter years of operation. This suggests that NPOs might have built up their brand name through years of operation, which is an important factor for revenue increases.
Results for nonprofits' website characteristics
Our findings show that there is no difference for most variables of fundraising and communication practices between the two groups of NPOs. Differences are found in some variables, such as campaign summary and volunteer opportunities provided to the public (information dissemination) and information sharing among the public (interactive communication). The results are shown in Table 2 . As shown in Table 2 , 23 NPOs in the top tier had a campaign summary on their websites, while only 17 NPOs in the bottom tier had one on their websites. Overall, 80% of NPOs (40 out of 50) had a campaign summary on their websites. All the NPOs (25) in the top tier provided information on volunteer opportunities. Information sharing with the public was done for almost all the NPOs (24) in the top tier. These findings suggest that these communication characteristics of websites are positively associated with the level of fundraising. It is interesting to note that there was no difference between the two groups of NPOs with regard to the presence of four fundraising practices, i.e., permanent donation link, graphics to highlight fundraising, online store, other donation options. These results are consistent with previous research findings (Waters, 2007) . However, the percentages of these characteristics all increased, compared to Waters' study. For example, the presence of a permanent donation link is 96%, compared to 71% in Waters' study. Although the presence of a permanent donation link has increased in recent years, it has not resulted in increasing levels of fundraising. As mentioned earlier, while online giving has grown steadily in recent years, it still represents a small portion of total fundraising revenue of the nonprofit sector. Thus, the presence of a permanent donation link might be a necessary website characteristic for NPOs' fundraising, but not sufficient to make a difference in the level of fundraising. Our sample includes NPOs in six different sectors: arts and humanities, education, health, human services, public service/societal benefit, and religion. NPOs in the education and health sectors earn a significant amount of revenue from sources other than general fundraising. We therefore conduct the crosstab analysis without these two sectors.
3 This reduces the total number of the sample down to 32 (18 top NPOs and 14 bottom NPOs). As shown in Table 3 , the differences are found in such variables as CEO's message and campaign summary (information dissemination), the use of social media (interactive communication), and an annual report (accountability). We continue the analysis by controlling each variable to see if the presence of these four variables differs for top and bottom tier NPOs. We found that the difference between top and bottom tier NPOs is significant with respect to the CEO's message (or campaign summary) when these components are not present on the website. The results indicate that the CEO's message makes up for the lack of a campaign summary and vice versa. Similarly, we found that the difference between top and bottom tier NPOs is significant for social media use (or CEO's message) when the CEO's message (or social media use) is present on the website. Likewise, the difference between top and bottom tier NPOs is significant for the presence of an annual report (or social media use). These results suggest that the use of social media complements the CEO's message and annual report. In other words, the presence of both variables, such as the use of social media and CEO's message or the use of social media and an annual report, is more prevalent in top tier NPOs, compared to bottom tier NPOs. The results are shown in Table 4 . While crosstab analysis shows differences between the top 25 and bottom 25 NPOs in the presence of certain website characteristics, it does not show how NPOs' website characteristics are related to levels of specific financial variables, such as revenue, fundraising expenditures, and total assets. In order to examine the relationships between website characteristics and these financial variables, we conduct ANOVA and the non-parametric χ 2 (Kruskal and Wallis) tests. ANOVA assumes that the variances of the groups are equal. With unequal variances, ANOVA is still robust when the groups are of equal or near equal size. However, when the sample sizes differ, we may need to perform a nonparametric test (Norusis, 2004) . By using rank orders, not mean values, non-parametric procedures are designed to test for the significance of the difference between multiple groups when the assumptions of ANOVA are invalid or suspect. As shown in Table 5 , our results show that NPOs' revenues are positively associated with the website presence of CEO message and campaign summary. Although the F test results are not significant, χ 2 test results show that NPOs with CEO's message and campaign summary present on their websites have greater revenues (or higher mean rank orders in terms of revenues). The χ 2 test statistics are statistically significant at a level of .05. Our results also show that fundraising expenditures are also strongly associated with the website presence of volunteer opportunities and information request forms (one of the interactive communication variables) (p < .05). The website presence of volunteer opportunities is also strongly associated with total expenditures (p < .05). These results are consistent with the crosstab results shown in Table 2 . Given that fundraising efforts (reflected in the magnitude of fundraising expenditures) contribute to revenue increases, these results suggest that the presence of various communication channels between NPOs and the public is critical for revenue generation through fundraising. As discussed earlier, rather than simply including a permanent donation link on their websites, NPOs may have to improve communications with the public, whether this is achieved through CEO's message, campaign summary, volunteer opportunities, or information request forms. As in the crosstab analysis, we also conduct both ANOVA and the non-parametric χ 2 tests without the education and health sectors. As shown in Table 6 , χ 2 test results show that NPOs' revenues are positively associated with the website presence of CEO message and annual report (accountability). Total expenses are also strongly associated with the website presence of CEO message and information request forms (interactive communication) (p < .05). These results are consistent with the crosstab results shown in Table 3 . In order to examine the differences of nonprofits' online practices across sectors, we also conduct crosstab analysis of website practices for all six sectors. Our findings show that there was little difference across sectors for the presence of most website variables. As shown in Table 7 , differences among six nonprofit sectors were found for only seven website variables. Notable results are the lack of presence of such characteristics as graphics to highlight (online giving), information sharing (interactive communication), and calendar of events (information dissemination) on the websites of NPOs in the arts and humanities, education, and human services sectors. (1) 11 (2) 7 (0) 16 (1) 3 (0) Information disclosure: mission statement χ² = 11.81, p < .05
5 (0) 4 (1) 13 (0) 7 (0) 17 (0) 2 (1) Listing of board of directors χ² = 10.32, p < .10 Compared to previous research, our findings show that the presence of most website characteristic variables related to fundraising and communications has increased (Table 8 ). This indicates that by recognising the importance of the internet for fundraising, NPOs are increasingly using their websites as a medium for communication and charitable giving, building better relationships with the public's (or donors). Among others, the CEO's message is found more frequently in top tier NPOs than in bottom tier NPOs. This result might imply that the CEOs' role is critical for fundraising. We also found that the CEO's message is complementary to a campaign summary and social media use. This suggests that an NPO might be more successful in fundraising when a CEO disseminates his or her message to the public, emphasising the organisation's campaigns or operations. During President Obama's reelection campaign in 2012, it was discovered that adding a personal message from the president, "Stand with me, work with me…" to the homepage led to a 14% increase in visitors who made an online donation to the campaign (Regalado, 2014) .
As online giving increases, the online practices and strategies of NPOs have become more important than ever. This research extends the previous study done by Waters (2007) by employing a more recent data set and by analysing NPOs' financial variables, such as revenue, fundraising expenses, and total assets, not just their tiers, in relation to their website characteristics. By doing so, this research adds new knowledge to the literature on the nonprofit sector by analysing online practices that help NPOs improve public relations and increase charitable giving.
This research is not free from limitations: The NPT top 100 ranks NPOs by total revenue, not by fundraising revenue. However, the list excludes NPOs that rely on program services or other revenue in many cases. Given that NPOs' revenues are more likely generated by fundraising efforts, total revenue could be used as a proxy for fundraising. Recognising this shortfall, we performed a supplementary analysis excluding the education and health sectors, which might earn a significant amount of revenue from other sources than fundraising. Future research can use fundraising revenue if the data become available. This study employs a subsample of the NPT top 100: top 25 and bottom 25 NPOs. However, it would be interesting for future studies to compare NPOs listed in the NPT top 100 and a sample of NPOs not included in the list with regard to their online practices.
